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摘  要 
I 
摘  要 
中国橱柜生产企业目前已覆盖全国所有省会城市、二线城市和超过 90%的县级
市场，企业数量也从 1994年的 20多家发展到目前的 3000多家，已经形成了庞大的
产业体系。但由于其准入门槛低，市场潜力大，导致业内竞争激烈且混乱。厦门金
牌厨柜股份有限公司（以下简称金牌厨柜）创建于 1999年，专注厨柜 17年，目前

































A large industry system has established, as current cabinet manufacturers locate all over 
capital cities, secondary cities and over 90% counties. The number of factories who are 
manufacturing cabinets in China nowadays has increased to more than 3000 from less than 20 in 
the year of 1994. In reasons of its low threshold and great market potential, the market competition 
becomes extremely intense.  Xiamen Goldenhome Co., Ltd (‘Goldenhome’ hereinafter) was 
founded in 1999, specializes in cabinet industry over 17 years. Goldenhome has opened more than 
1000 retail stores in over 700 cities in China. With its enterprise brand and the scale, 
Goldenhome’s is stably ranked in top 3 in the cabinet industry. Started with retailing, Goldenhome 
launched the marketing channels of projects in 2009, and set up channels of e-commerce and 
oversea markets in 2011. However, the severe situation of real estate brings the setback of cabinet 
industry in its development. This study focuses on discussing on what countermeasures 
Goldenhome should take to conform to current market.  
This paper studies on the marketing of projects in Goldenhome, researches on its issues in 
marketing strategy and combination of marketing strategies. In the beginning, the paper introduces 
the profile and development history of cabinet industry. Then it analyses on current market in 
furnishing projects of real estate. Later on, the paper introduces the profile and development 
history of Goldenhome and the present operating situation of its Project Marketing Dept.; Finally, 
this paper summarizes the present marketing strategies on projects that carried on by Goldenhome. 
The conclusion comes the key of success is to step in the right position in the furnishing 
projects of real estate. Relying on its own unique marketing strategy and marketing model in 
projects, Goldenhome develops stably and stays ahead of the cabinet industry. This paper is 
intended to provide references to other cabinet enterprises and new entrants.  
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第一章  绪论 
1 








年橱柜行业销售额约为 1004 亿元，但目前体量最大的欧派橱柜年销售额约 30 亿元








































































































图 1-1 论文框架 
资料来源：作者自行整理，2016. 








（橱柜行业环境与趋势、     
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